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ABST^RACT ' * y 

This reportr the fourth in a series of six repdrts on 
television advertising and children, describe? attitudes toward 
children's television advertising held by industry executives r 
government officials, and consumer critics.^ The accuracy with which 
each group perceives the positions of the other parties involved is 
also assessed. Data wer^M^ollected by means of a ghestionnaire 
(mailed) which presented 29 attitude statements to be rated along an 
agree-disagrj^ee scale^ The analysis of these data revealed that the 
Action for Children's Television (ACT) sample generally took a 
position on one side of the issue, tfre advertiser anfi agency samples 
took a position on the opposite side, wijbh the government sample 
tending to faXlTin between. The areas in which the consumer and 
industry groups were far apart on the attitude ra;ting scale included: 
(1) the need f<ff rMulation, (2) locus of tegulation, (3) effects of 
commercialsr evaluations of advertisers and advertising^ (5) 

p'ro/ducts allowed on television, and (6) proposals for the futurjte. The 
sjadvlertisers, agenc^ personnel , and government ^officialsMiended to be' 
highly accurate in estimating the ACT group's positions on key 
issues, but estimates of the advertising agency positions were 
somewhat more extreme than their actual attitudes. (JH6) 
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^ Thi« iuipvtty dwcrib«» attitudtt toward .djiiaftn 'i t«l«vi«ibi advfrtliing 
h«ld_by industry ex«wrtlvi^,,gotr««»«pt official!, and eoiwianir witici, Tbt • 
atu^ also awessea tfow accwataly «aGh groi^j parcei-vta tha poaitiooa of tha 
othar partiaa Involvad ih childran^a adveirtiaing isstuks. Four Weillc erouLa • 
•wara aaapleds- ■ ' : / ^\-> 'V:^ ■ ^ . • m 

i%\ advartiatog agan<gr axecutiVaa reapona^ia for tdlie ore'atiai, production and 
, v diasaaination of coanoerciala show on-c^ildran'a TV progr s ' 

(b) executives ip coi^janiea advartiaing on network childb:>en 'a talavlsibn , ' In- 
cludii?g firna producing toys/. c6rpals, candJtea and o-ttiar food items • * : 

(c) govemawit officials involved in regulation of (iildren's talaviaion and 
advertising, including -oonsumer^-orientsd cMgressmwi and mesbers of tha FCC 
and rrC agencies * : /it " 

(d) miirt>er8 of Action foi? Children's Talevision, ' the leading critics of children's 
television advertising . , Q 



; / JtoU qweationnalres were distributed i t>^ susner of 1973* presenting 29 j 
attitude atateaents to be icated along^an ai3?ee-diaagres scale. The prlwaxy / 
suhlyaea oonipared response^ .of the four gvoapa . Jn most oaaes » the .ACT aaKp2>^ 
took a strong position on one side, of tha istfue while the advertiser and'agsnoy*, 

y sas^les toe* a noderateiy strong pHpsition <ai the opposite sidei the gov^rranent 
Maple- tended to fall in betwean, generally oloaer- to the attltudea expretaed 
by the ACT^iia>ers. These are the 15 iteroa on which the consumer and todustry 
gpoiq?s were far apart on the attitude rating scale — s 

^^g^lation : <1) advertiijlng should be more regulated. than at present, 
and -(2) new regulatipns ahouid restrict 4toy selling teclmiques 

Locus of regulation; (3) trade association' guidelines at^ /neffectlve . 

Effects of oottwercials: (4) advertising helps develop children's consumer 
/Ability, (5) most children understand the purpose of comraejnciairf, (&) cowuser- 
«^ls. iiicreasa parent-child conflict, gnd (7) comtnercialfe £^e anxieties in 
children ' * ^ 

Byaluations of advertisera and advertising ; (8) children's commircials are in 
good taste, J9} children' a advertisers try to be truthful, (10) advertisers pro- 
vide what the public wants, (U) advertisers are concern^ abotrt childx^n, and 
<13^ the quality of childr*n's TV w^uld be better without advortisihg 

Products a llowed on TV; (13) vitamins ahouid be advertised qn childrf^t'i pr?- 

.-. ■ - ■ .• ■ . . ■ ■ ' ' - , . • > 

■^mf^. |2*L ihe future ; , (lif) all ads should be banned from children's tele- 
vision, andTlSjlKis ahouid be preceded by a warning, 

^ "The advertisers, agency personnel and govemraent oMcials^t ended to be high- 
ly •ocwats in estimating how. the ACT group thinks .on key issues; the estimates of 
tbs advertising agency positions were somewhat more extremii than their actual 
attitudes* e-'- • "^'^ 
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. ATTITUDES OF INDUSTPY EXEC'JTIVES , GOVERNMENT 'OFFICIALS . 
AND CONSUMER CRITICS TOWARD CHILDREN'S ADVERTISING 

' . ^» •* « 

The purpose of this study is to present an objective examination of own. 
attitudes and perceptions of other parties' attitudes of five key respondeht 
groups towards the major issues surrounding the subject of children's tele- 
vision advertising, '/• . - . 

There exists a i^rge number ^ studies focusing on .th& 'general 'public's 
/ attitudes ,towards 5[avertising as a marketing tool. However, in only a few 

cases hps an attempt been made to^eal with areas of specific concern %o 
those interested, in children's television advertising. Moreover; a survey 
. of the literaturfe reveals practically no attitude studies of the key people 
involved in the creation, production, research, evaluation, financing, reg- 
ulation ,• and <4?iticism of advertising directed at dhildren. Yet, these peo- 
ple are the -best sources of information on the various issues involved, the 
ones most likely to influence and to be influenced by policy decisions in 
the area, and are expert opinion leaders for much of the general public. ' 

Differences in the verbidized attitude^ of the respondent groups i\ 
•xamlned for the" following areas: (l) the need f or- incriased regulation 
of children's television coninerciala ; (2) whose job it should be to regu- 
late television advertising directed at children; (3) the harmful and^ben- 
eficlal effects of television conmercials on children; (H) evaluation of 
TV advertisers and'current advertising practices-, (5) the 'types of products 
that shoiild be advertised on children's, tblevis ion; and (6) major' 
'proposals made regarding future changes on advertising on children's 
television. ' 

•' t ' ,. 

In addition^ the coorlentational accuracy of 'the various respondent 
groups is assessed. The estimates .of Group A's attitudes by Group B's mem- ' 
bers can be compared to Group A'q actual attitudes on sonie of the key items 
.studied- above. To the extent that the estimates and actual attitudes are 
similar, those in Group B are accurate in their perceptions. The ^legree of 
misperception or distortion in these estimates provides valuable data on 
comnunication problems that might "be overcome by increased interaction among 
the groups. To test the role of previous information exchange, comparisons , 
are made between the accuracy scores of jnespondents who.^eel informed vs.- 
uninformed about the other groups , 

\ 

THE RESEARCH INSTRUMENT 

Be:^ore designing the research instrument, the first step involved a revi^sw 
of the literature on television programming and advertising and their effects 
^on children. The source materials included textbooks in marketing and adver- 
tising, trade and research jburnals, published works of advertising practi- 
tioners and critics, case studies, personal discussions with practitioners, 
researchers, and critics, and so for1;h. 

Audits were made of a sample of network children's shows during Summer 
and Fall, 1972. Records were kept for eachvadvertisement aired during the 
audited period. Each record inpluded, th^name of the product advertised, 
^ the length of the commercial, and the time the commercial was shown, Hiis 

« 
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inf ormatlon ^ alorig with the commercial logs of the Barcus, Pearce , and Atkin" 
studies and the sample of network program logs • supplied by Broadcast Advertisers 
Reports, was used in compiling a list. of the products advertised on children's 
television. . • • 

' ' The Standard Directory of Advertising Agencies ,^ Standard^lrectory of 

- Advertiser s,^ and the account changes published in Advertising Age were used 
to determine the ageifcies responsible for the creation of the commercials 
listed, tetters were written to the presidents of all New York and Chicago 
agencies involved injthe creation* and production of children's televisipn 

- conmercials. The litters explained the purpose of the study and asked each 
agency president to submit the# names of key individuals within his agency 

\ • who were presently involved in promoting to the juvenile market. 

Eighteen agency presidents answered the letter, and personal inferviewa 
were arranged and conducted at ten of the eighteen agencies that responded. 
To structure the personal interviews and insure that all the major issues 
ware covered, an idterview guide was used. Tape recordings were made of the 
interviews where this was permitted. ^ Interview guide appears in Appendix 

Data from the literature search and preliminary agency interviews was 
used to prepare a list of 96 Likert-typp attitudinal items.* These items 
related to the six general hypotheses of the study. As 9/pretest,^ the 
item scale was administered to a samp*Le of undergraduate college students 
majoring in marketing. The students were asked to indicate the extent of 
their agreement or disagreement with each item on the list. After complet- 
ing the survey, the students were asked to comment on any items in the sur- 
vey that they thought vague, misleading, or otherwise questionable. The pre- 
test results were the major input into the final mail questionnaire. 

The first section of the final questionnaire contained instructions for 
using the Likert-type scale and twenty-nine Likert-type opinion statements. 
In the second section of the questionnaire, nine of the Statements from -the 
fir^t section were repeated either two or three times. Respondents were told ^ 
.at the top of each pag§ in the second section to place themselves in the posi- 
tion of a spokesman for Action for Children's Television, or a member of one 
of the network review boards, or an advertising agency executive involved in 
creating, producing, and re^arching commercials for children's television.* 
The respondents were then asVed to mark tfhe response that best reflected the 
view of the person listed at the top of the page. 

The respondents in the ACT sample were asked to comment on how they 
, thought people on the network continuity boards and advertising agency ex- ' 
\ ecutiyes would feel. The respondents in the industry sample were asked to 

mark h^w they felt ACT spokesmen and members of the network continuity boards, 
and a<K^ertising agency executives would feel. 

The third section of the questionnaire used ttn* semantic differential 
scales with bi-polar'^adjectives to rate the concepts of "children's television 
advertising" and "self-regulation in advertising." ^The adjectives were (^rawn ' 
r from lists of the most common adjectives used in semantic differential analysis.^ 
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A seven- interval scale was used. At the end of the thii^d section, respondents 
were asked to complete three multiple choice^ items pertaining to their age, 
marital status, aiid educational levelv pe final questionnaire is reproduced 
in Appi^ndix C. 



.SAMPLE GROUPS 

The five groups included in the study are: " 

!• Action for Children's T^evision Spokesmen (ACT) . This Boston based 
consumer group has had consider^le success in petitioning the Federal Comuni- 
cations Commission and the Federal Trade Commission for changes in present pol- 
icies regarding children's television advertising. ACT has also been successful 
A in raisirtg money for research on the subject of children's te^^ision and chil- 
dren's television advertising and in influencing public opinion on the major 
issues involved with children's television ad^ertis^ing. A judgment sample of 
sl>^ ACT leaders and members was selected for the survey by the founders of 
ACT; eighty- five percent of the sample completed the survey. 

2. Advertising Agency Executives . Much of the critic!^ of children's 
television advertising has to do with the techniques and the cbqtent of com- 
mercials aimed at children. In this study, ••107 presidents and top executive 
officers of twenty- four advertising agencies that create, produce, and buy 
broadcast time on children's television programs were sent copies of the 
survey. ^Sixty-six percent completed the questionnaire. In gathering pre- 
liminary data for the study, personal Interviews were also conducted with 
the top executives at ten of the t^nty-four agencies included in the final ^ 
survey. 

» 

3* Top advertisers . There is a great variety of products advertised 
on children's television, but most fall into one of four categories: toys, 
cereals, cemdies, and other food items'. In* this study ^ sev^ty-five copies 
of the final questionnaire were mailed to the presidents and top executive 
officers of thirty firms sponsoring shows, or frequently running commercials, 
on network children's television. Forty-five percent of the sam^e mailed 
back usable questionnaires. ^ 

Members of the Federal Trade Commission (FTC), the Federal Communi- 
cations Comroleslon (FCC), and Key Members of Congress . A judgmtn^ sample of , 
fbrty-nlne congressmen was Included In the government sample. The^e congress- 
men were selected because of their expressed interest Xn and voting record on 
consumer causes. In additicyi, fifteen commissioners and top staff officers 
of the FTC and the FCC were Included in th4 sampl.e: Sixty-six percent of th^ 
gov^mrae«nt sample responded to the survey, but only thirty- four percent of 
the sample sent back completed questionnaires. ' 

§• Members of the Network Review Boards . Major gatekeepers for all 
cotnmerclals destined for airing on network television are the network review 
or cdntlnulty boards. Though the-^ymber of people on these^boards is small, 
.the Board members hold a major p9si;j:ion in determining whSatHLs or is not 
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acceptable for showing on the networks. Thirteen review board members from> 
the three major networks were mailed fcopies of the survey but only six re- ^ 
sponded. Due to the small size of the sample group and the* low, response ra^e, 
statistical analyses using the revii^ board saitnple were attempted. • 



DATA FATHERING PRuCEDUBS^S 4 - , > g| » 



^ The procedure u^ed in selecting resnOTdents for the study varied for- each 
of the respondent groups. In preliminary conversations with the executive di- 
rector of Action for Children's Television (ACT) arrangements were niade to 
channel all questionnaires^o^CT members through the ACT dfficeyin Newtonville, 
Haasachuse-u^Sj^ ACT initia/ted \his prpce dure several years ago to protect its « 
roembeiTls from unnecessary harassment. Several^ays before the initial mailing^ 
the president of ACT ^stioned the necessity of going through this two-step 
mailing procedure ^^nd^ffpred to provide the names and addresses of- the ACT 
respondents. Becduae the initial -procedure was already estaOblished, however^ 
no changes were made in the sampling and distribution plans • 

^ames for-'the advertising agency and advertiser l^amples were drawn from 
the Standard Directory of Advertising Agencies and the Standard Directory pf 
Advertisers , using^the preliminary network children's show audits to determine 
whicji cortpaijigji were involved with advertising on children's )3hows. In the 
industry samples, an attJ^mpt wa'^ made to include the top executives of all 
the major fdx*)fl involved, f/ith children's television advertising. Unfortunately, 
the employee turnover rate in^ the advertising industry is vety high, even among 
top exequtives. By the time^an individual's name is listed in the trade di- 
rectories, there is- a good chance the individual will have retired, moved to 
a new position within the company, or moved to an entirely different company. 
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The respondents in the industry samples are broken-down by title and 
principal product in Table 1. Appendix B contains the names of the various 
companies surveyed. 

Respondent names for the network continuity board sample were obtained 
by contacting the three major networks personally. One network would only 
.provide the name of the vice-president in charge of commercial clearances, ^ 
not the individual board members. In that one case, the review board mem- 
\^ bers listed for that network in the 1972 edition of the Television Faetbook 
were added to the sample. 

The government sample was a judgment sarftpJLe composed of senators and 
cong^c^essmen thought of as " consumer ists" by their colleagues ^ and the com- 
missioners ar^d top staff members of the FTC and FCC. Congressman Rosenthall's 
(Democrat, New York) staff helped^ provide the names of represerjtatives and 
senators ^for the sample. 

Two mailings of the final questionnaire were made. The initial mailing 
was made June 12, 1973, and went to 318 individuals drawn, from the five popu- 
lations of interest in the study. The second mailing, sent to all respondents 
failing or refusing to complete the initial questionnaire, was made between 
July 12 and Juiy 16,. 1973 (see Table 2). ^ 
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A total of eleven different coyep letters was used to ensure resppnses 
tailored to the situations of the various respondents in the samples. A- ^ 
.hand-written note was added ^o the bottom pf man^ ".of the follow-up cover ll^- 
^^ters to add a more per^nal touch and, hopefully, to increase, the number of' ^ 
'responses. Samples of the various cover letters- are included in AppendiJcA, 

• ANALYSIS 
■ - ' ■. • . ^ ' 

Each questionnaire statement was accompanied by a fs^-step Likertf scale, 
response categories ranging from '^strongly agree" to ^^strtngly disagree.'* For 
the four^ respondent groups with sufficient numbers of cases for analysis, the 
percentage of respondents whg selected each response computed'; these dis- 
tributions of answers are portrayed graphically and described 'statis*ticaliy 
in Tables 3 through 8. , In addition, the r^p|)onse categories were assigned 
numerical values rangipg from 1 (strongly disagree) "to 5 (strongly ag^ee) and 
means were computeji for, each group\ These mean data are presented graphically 
an^ described statistically ' in Tables 3 through 8, accompanied. by significance 
levels for the differences using a twortailed t-te^t. 

^ ft , 

On the cooriehtational phase of the study,; means were computed on the 
group estiihates^f the ACT and agency groups' opinions on nine of the quQ^stion- 
naire^ items* Means were also computed separateif^y for subgroups with and with- 
out knowledge about the other groups ' opinions . These means were then compared 
to the actual mean opinions of the ACT and agency groups. Deviations were cal- 
culated, and the significance of Jrhe difference computed.. This provides an 
assessment of the accuracy of each group's estimates. , Tables I and. 10 graphi- 
cally display these accuracy scores and show the means', deviations , and signi- 
ficance^levels. ' 

. The Z9 statements in the questionnaire are organized into six categories 
involving various manifest aspects of advertising to children. These are the 
categories and the set of items within each category J items that are starre^J 
were also used in the coorientational accuracy analyses: ^ . 

(1) MEi;iy FOR INCREASED REGULATION OF CHILDREN'S TELEVISION COMIffiRCIALS 

* (a) Television advertising to children should bS more regulated than. 

it already is, i 

^ (b) Children's television advertising requires special regulation be- 
cause of the nature of the viewing audience.''^ 

/c) New regulations should restrict the techniques used in advertising 
1^oys . 

(d) Stricter guidelines, regarding the use of disclaimers (such as Jbat- 
. teries not included) would imp^ve many chiijiren's commercials.* 

(2) WHOSE JOB IT SHOULD BE TO REGULATE TELEVISION ADVERTISING DIRECTED AT 

• CHILQREN 

(a) Commercials to chi-ldren should be regulated^^y advertiseraf themselves. 



(b) Comiercials to children should be regulated by the* government •* 

(c) 'It is up to the child's parents to regulate children's television 
viewing behavior. 

(d) The trtiJv3 association guideline^ in us^ today have done little to 
improve the quality of childr»en's television advertising.* 

■'^^ *■ 

(3) HARMFUL AND BENEFICIAL EFFECTS OF TELEVISION COMMERCIALS ON CHILDREN 

(a) Advertising helps develop a child's ability'^to make good consumer 
decisions* ' - 

(b) Commercials often persuade childpen to want things they don't* really 
need. * • 

(c) Most children understand what commercials on children's shows are 
trying to do. * 

(d) Television commercials lead to an increase in parent-child conflict • 

(e) Television commercials often aroqse anxieties and feelings of in- 
security in children. . ^ , 

(f) There is a connection between commercials for pharmaceuticals and 
the nation's rising drug usage among young people. 

(I*) EVALUATION OF TV ADVERTISERS AInTD CURRENT ADVERTISING PRACTICES 

(a) There are too man^ commercials on shows children watch. 

(b) Most children's television commercials present a true picture of 
the product advertised. , 

(c) -Performers should be allowed to sell products on children's tele- 
vision shows. % 

(d) Television commercials aimed at children are usually in good taste. 

(e) Commercials on children's television are often purposely disguised 
to blend in with the programs . 



(f) Most adverti^rs on children's television make a sincere effort to 
present their products truthfully. * 

Cg) Most advertisers are good people trying their best to provide what 
the public wants- ^ . ' jf--**^ 

(h) The quality of children's television would be better if it weren't 
controlled by advertising dollars. 

(i) Most advertisers on children's television aren 't. really concerned 
about kids, thfey just want to sell their products. 

QOOII 
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^ (5) THE TYPES OF PRODUCTS THAT SHOULD BE ADi^RTISED ON CHILDREI-f S TELEVISION 

(a) Th^re Is nothing wrong with advertising vitamin^ tablets on children's 
television programs.'' 

(6) MAJOR PROPOSALS FOR FUTURE CHANGES IN CHILDREN'S ADVERTISING AND PR^GMMMiNG 

(a) "Bunchi\lg" commercials before or after a program would significantly ' 
lessen the impact of the advertiser's message. > 

(b) Simulcasts (permitting twp or more networks to run the same program 
: ^ time) would help improve the quality of children's 

I • television. • ' 

, • • . • ' ^ / . ■ ^ 

(c) This advertising industry should sponsor a "Television Broadcast 
Center" to 'finance quality children's programs. 

I) Advertising on children's television programs- should be banned 
completej.^^. 

(e) All commerciais on children's television should be preceded" by a 
notice 'Stating that what is to follow is an ad.''* ^ 

'• . . t 

f RESULTS 

The major results will be summarized. b;?iefly iir the text for each of the 
categories of questionnaire statement^ and for coorientational accuracy. ' De- 
tails of the. data are presented more completely in the grapha and statistics 
displayed in Tables 3 through 10." • 

i°L regulation. The foor items aimed at determining difforencoa in 
verbalized attitudd!^ toward the rieed for regulation produced a major split be-" 
tween th^ members of ACT' and the advertiainr, industry samples , with the govern- 
ment sample falling between these polar groupings. 

» Both the ACT and government aamples f.'-l strongly ^th at children's advertis- 
ing should be mor<^ regulated than at preebotf, and that, child audiences require 
special advertising regulation (see Tables 3a and 3b). All of the ACT respon- 
dents and over 90% of the government respondents - ^; ly that television advor;tio* 
mg should be more regulated, while throe-fourths of the industry groups dfs- ■ 
agree.. • While far fewer industry respondents than ACT and government respon- 
dents recognize the special needg cf the child viewing audience, a majority 
of advertisers aqd agency^^ersonnel agree with that a*a|ement. , ■ 

There aro major differences among the groups on thd item specifically 
dealing with the need to regulate toy advertioing techniques, with most ACT 
respondents agreeing ai^d a majority of the two industry groupd expreoainp ' 
disagreement. Opihions followed the., same group ordering regarding the ne- 
clsssity for regulating UQe q^. disclaimers in children's commercials, but the 
range of differences was restricted (Table 3d). Th/ various groups fall. much ■ 
closer to midpoint on the scale for this statement than the other statements 
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'\ *^ ' , Loctls of regulation ; Two-thirds of tKe industry groups think that the^^d- 
vertise^s themselve^*'^^ responsible for regulation of children's a^lver-^ 

. y ti^ingi ^uiost of the govemment and ACT samples disagree, 'with tshe ftiajority of 
' the- ACT others falling in the "strongly dilagr^e" catjgory^able 4aK Con- 
. versely,^the ACT. sample feels that^the government should regulate advSlbising ' 

while.the iftdustry groups sharply disagree; half of the' government groii*is in f 
, fayoi? of Such regulation, and another third ai»e undecidq^d (Table 4b) . 
■ ♦ ■ . \ . ^ ■ . ^ • ' ♦ • • ' 

^ Almost all of the industry respondents agree that parents have the responsi- 

bility for con^r-alling their children's TV. viewing ^ehayic«I, and a clear majority O 
of ^the other groups al^o. support this** idea. However about one- fifth of the gdv- 
erament and ACT re^ondents disagree 'mildly (Table 4c'). The ACT ^oup strongly 
feels that the^^t^ade a^ociation guidelines in force at the time of the study 
had doti^^^^i^pk.to improve, the quality of advertising directed to children, 
OT^^^^dw three^ fifths of -the govemment"^respondents mildly agrees with this 
-statement.- ^ On the oth^r hand, the indu'stry groups are in disagreement, with 
the advertiser respondents unanimously objecting .to the statement (Table 4d). 

Effects of commercials . A consilient pattern of findings again emerges 
on the xssues involving the p'ferceiv^d impact pf television advertising on child 
audiences, as the. industry groups take one side and ACT reacts strongly in the 
, opposite direction,,^ with the govemment respondents giving answers similar to 
but less extreme than the "ACT responses. 

■ . . .^ ' / . ^ V V 

On^ the 'question of whether advertising contributes to the child's develop- 
ment of ability, to make good consumer decisions, the two industry samples tend 
to feel tHa$ ads do serve this faction aiid most of ACT disagrees strongly (Table 
5a). The government group dpes not agree by a three-to-one margin. Almost all 
of those from ACT and the government agree that commercials often create tinnec- 
essary product desires among children; half of the advertisers and two- thirds 
*of the agency personnel also agree, although almost half of the advertisei?s are 
in di^ap»eement (Table 5b). 

. In terms of children's ability to understand the purpose of commercials, 
most of the industry - people think that*, children do have an understanding. On ' 
^/t^e other handj ACT clearly does not share this viewpoint, .and the government 
' sample also tends to disagree (Table 5c j. Another sharp split, occurs for the 
statement that commerqials lead tp conflict be-^i^een parent and child: ACT says 
yes ahd the industry says no, with the majority of those from the govemment 
responding affirmatively (Table 5d). 

Another possible effect of advertising is to arouse anxieties and insecurity 
in childreu. Only the ACT group thinks that this happens, while the largest num- 
ber of govemment respondents- are uncertain (Table 5e). The advertisers and agen- 
cy employees disagree with the statement, although not strongly. The question of 
a link between pharmaceutical commercials and drug usage generates much uncertainty 
arabng the respondents. While slightly more than half of the ACT group perceive 
such a connection, two- fifths have ho opinion (Table 5c). The govemment respon- 
dents are divided into those who see a linkage and those who are undecided. Most 
of'th^ industry respondents, particularly advertisers, disagree that ads contri- 
bute to the drug usage problem.^ 
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Evaluation of advertisers and advertising . The attitudes of the ACT group 
toward advertising personnel and advertising practices are consistently negative 
and the 'industry views tend to be moderately positive, with the government group 
again falling in between, ACT members feel unanimously and strongly that there 
.are too many commercials on children's television, and almost all of the govern- 
ment respondents agree (Table 6a). Those from the industry have a mixed reaction 
to this statement, with a slight tendency to agree* 

Another item stated that children's com?nercial6 truthfully portray the prod- 
uct. All of the ACT sample disagree, as do most of the government group (Table 
6h). The two industry groups express moderate agreement. On the question, of 
allowing performers to sell products, genferal disagreement is obtained overall 
(Table 6c). The ACT group is cleanly against the practice, and the government 
sample also tends to share that view; slightly more industry respondents oppose 
than support the practice. ^ , 

Another gap occurs on the itfem stating that children's TV commercials are 
^usually in good taste. The industry, samples moderately agree, while the govem- 
^ ment satnple mpdej»ately disagrees and tlie ACT group is in strong, disagreement 
<Table 6d). The industry groups reject the idea that cMldren^s ads are pur- 
posely disguis^ to blend in with the programs , while most government respondents 
and almost all ACT respondents agree that this is true (Table 6e). 

Three statements contain assertions about the motives of TV advertisers. 
' The industry Respondents clearly feel that advertisers make a sincere effort to * 
be truthful; the ACT mothers almost unanimously disagree, and a majority of the 
government respondents disagree (Table 6f). Those f rom vthe ind\istry also express 
agreement that advertisers are good people trj^ng to do their best to satisfy the 
public; again the ACT group disagrees but the government sample is divided into 
three equal subgroups agreeing, disagreeing, and haying no opinion on this state- 
^ ment^ (Table 6g). On a re verse- worded item, the pattern reverses itself: the ACT 
members almostly all feel that advertisers aren't concerned about children, and 
most of the government sample agrees (Table 6b)i^ On the other hand, two-thir^is 
of the agency personnel and four- fifths of the advertisers disagree with the 
negative statement. 

Finally, one item stated that the quality of children's TV .would improve ^ 
if there was no control b]^ advertisers. The industry people express fairly 
strong disagreement, while ACT respondents strongly agree and government re- • 
spondents moderately agree (Table 6i). 

, * * . ' • . ' 

Products all^d * on TV. At the time of the study, vitamin companies had 
voluntarily withdrawn advertising from children's programs; one statement pro- 
posed that there is nothing wrong' with advertising vitamin tablets to children. 
* All of the ACT group is against the practice, along with most of the government 
f group (Table 7a). Tlie responses of those from the industry are mixed, with a 
. mild tendency to support the practice. 

Proposals for the future . Five ideas for changes in children's advertising 
pl^ogramming practices were proposed in the questionnaire. Advertisers mostly 
feel that "bunching" of commercials will reduce their impact, and the majority 
of agency personnel also agree (Table-8a). Maiiy of the ACT and government re- 
spondent's are uncertain, and the others slightly lean toward agreement regarding 
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reduced effectiveness. The proposed use of simiilcasting^o In^rove the quality 
of -Children's TV meets with much uncertainty, although a majority of the Indus- 
try respondents feel that simultaneous program broadcasting will not help (Table 
8b). • , 

The proposal to have advertisers finance a center to produce quality chil- 
dren's programs is not supported by most advertisers ^ or agency personnel (I'able 
8c). A majority of the ACT mothers agree with the idea, but many have np opinion. 
Agreement is expressed by one-third of the government respondents, while half aX^e 
not decided. 



The proposal to totally ban advertising on childreovs programs is met by 
very strong disagreement among the industry samples and very strong agreement 
in the ACT sample (Tabla 8d). The government group is e:aenly . divided between 
those who agree, disagree, an$Uiave no opinion. This item generates the great- 
est level of polarization between the ACT and industry groups, with th*e govern- 
ment group midway in between the opposing camps. 'Most of the industry respon- 
dents also oppose the proposal to precede commercials with a warning notice 
while most of the ACT members support the plan, but their feedings are not so 
strppgly stated (Table Be). Although many government respondents are undecided, 
almost half agree with the proposal. 

Coorientational accuracy . In this set of analyses, the actual ACT group's 
mean position on nine statements was compared to estimates of the ACT position 
by the agency, advertiser and government samples. Then the advertising agency^ 
group's position on these statements was compared with estimates by the ACT and 
government groups. ^ 

The perceptions of the ACT viewpoint are quite accurate, generally within a 
half-point on the five-point scale (Table 9a through 91), The main exception is 
on the question of the government regulating children's advertising; all three 
groups think that the ACT position is more extremely in favor than it actually 
is. There is a general tendency for the government respondents to underestimate 
the ACT position, while the industry, groups are quit^ accurate. 

Perceptions of the agency position are less accurate, particularly regarding 
their opinions about advertise!?^ regulating themselves, acceptability of adver- 
tising vitamins ,^ Necessity of d?|)ecial regulation for child audiences, and adver- 
tiser's concern about children (Table 10a through lOi). In each case, the gov- ' 
emment^ and ACT groups perceive the advertising agency personnel to be more ex- 
treme than they actually are. In most instances, the ACT group is more inaccu- 
rate than the government group, tending to overestimate the agency vie^oint. 

The estimators were also asked to report how much they had communicated 
about the target groups, i.e., *'How jmuch have you heard or read about" ACT?" 
Those who indicated "quite a bit" were compared with those who knew, "some or 
nothing at all." In 58% of the cases, the group most exposed' to messages about' 
the target group are most accurate in their estimates. The mean deviation of 
the estimates of the knowledgeable respondents from actual positions is slightly 
less than for respondents without knowledge. 
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^ DISCUSSION 

. A consistent pattern, of responses was obtained across th« 29 attitude state- 
ments by the four respondent groups: the Action for Childi^en^S Television s^ple 
> took a strong position on one side of the issues while the advert isei? and adver- * 
tising agency samples took a moderately strong position on the opposite side. In 
most c^es, the gove??ranent sample fell in between, generally closer to the atti- 
tude expressed by the^^T n\others. 

^ ■ . " * 

On 23 of tfce 29 stgitements, the average response of ACT and the* industry was 
on opposing sides of tKe midpoint on the attitude scale. *In 20 of thes^caees, 
the government position was* closer to the ACT viewpoint than the indust«) view- ^ 
point. In four of the six cases where the mean response of ACT and' the^Tndustry 
was on .the same side of the scale, the government posiljion was still closer to 
ACT* In only one instance was the government attitude^ clearly nearer to the 
industry ^iew than the ACT view. 

7 

The attitudes of the ACT group were highly polarized. On the^ average, their, 
position was 1.3 points above or below the middle of the scale which ranged from 
l^to 5. On just two statements (bunching arid, simulcasts) were the ACT responses 
within a half-point of the middle of the scale. The industry attitudes were less 
strongly stated, averaging .8 points above or below the midpoint of the scale. 
Their most extreme positions were expressed on regulatory issues: they disagreed 
v4th a total Ban of advertising and with government regulation, and felt that 
^isfiTiSrfts should regulate and that the trade association gui-delines were \af feet ive. 
The government positions were most moderate, with an average deviation df .6 
points from the scale midpoint. These respondents almost always fell between 
the^ polar positions of the industry and ACT groups, nearer to the middle of the 
scale than were the others. 

Thete wet;^ a number of issues on which the ACT and industry groups were 
- far apart: tha^ advertising sHould be more , regulated • that new regulations- \ 
should restrict (toy selling techniques; that trade assocJLation guidelines are 
ineffective; that advertising helps develop children's consumer ability; that 
most children understand the purpose of commercials ; that commercials increase 
^^-parent-child conflict; that commercials arouse anxietie|; that commercials are 
g9od taste; that advertisers try to be truthful; "that advertisers provide 
what the public wants; that advertisers are concerned about children; that the 
quality of children's TV wovild be better without advertising control; that vita- 
mins should be advertised; that all ads should be banned; and that ads should 
be preceded by a warning. On each of these items, there was more than two 
points separating the groups , which constitutes more than half of the range 
of the scale. 

The other befsic set of findings dealt with the perceptions that eacli group 
had of the attitudes of* other groups. The Advertisers agency personnel and 
government officials tended to be highly accurate in estimating how the ACT 
.group thinks on the nine items studied. Apparently ACT has publicized its 
basic philosophy effectively, and the other three groups have accurately 
learned where ACT stands on key issues. On the other hand, estimates of the 
advertising agency positions were Ifess accurate; the government ^d ACT groups 
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, tended to perceive agency 'personnel as more extreme in their views than wa^ actu- 
ally the case. In particular^, ACT mothers thought the agency viewpoints we^'e 
more polarized against the consumerist positions than the/' really were. 

' ' - . ' 

Those who^4iad been most extensively exposed to messages about the views ^pf 
other groups were mildly more accurate in their estimates^ indicating* that grS^t^r 
communication may be effective in promoting understanding of how others feel. How- 
ever, it is doubtful thaf greater agreement can be achieved through communication. 
' , ** ' " ' ■ ' 

Several important (Qualifications must be noted regarding the .government sam- 
ple. First, the sampling frame was limited to those congressmen who 'were inter- 
ested in consumer issues and those in agencies responsible for regulating televi- 
sion and advertising. Thus, the population was probably oriented toward liberal, 
protective positions on the issues of advertising and ^ children. Furthermore, the 
response rate for this group was low: although two- thirds replied to the survey; 
only half of these actually filled out a questionnaire. This makes the represented 
tlveness of the sample dcyabtful, and government responses should be evaluated cau- . 
tiously. In addition, the response rate for the ^vertiser sample was slightly 
less than one-half, limiting inferences for this group. 
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fooi;notes ' ' 

' ^ 1 ^ * . • . 

/^See Barcus, Saturday Children's Television , , . ' . 

2 1 / 

See Pearce, The Economics of Netw ork Children's Television Programming, 
pp. 8-10. " ' ^ * ^ 

3 • 

BAR provided the author with program logs for- the second Satui?day in ' 
each month for the six-jnonth period from September 1972 to February 1973. 
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/^ Standard Directory of Advertising Agencies; The Agency Red Book (Skokie 
• J National Register Publishing CoT, October 1972). . * 

5 r * ' • 

Standard Directory of Advertisers; Classified Edition (Skokie, 111.: 
Natioijai Register Publishing Co., April 1972). ^ 

6 

See Charles E. Osgood, George J. Suci, and Percy E. Tannenbaum, The 
Measurement of Meaning (Urbana, 111.: University of Illinois Press, 1957). 



7. ^ 



Although several of the questionnaires were returned with the notation 
"retii'ed" or »'no longer with company" on the envelope, the media, advertiser, 
and agency account changes listed in Advertising Age indicate that the turn- 
over problem is probably larger than tj^e returned envelopes indicate. 
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TABLE 1 



COMBOS ITION OF THE INDUSTRY SAMPLES 



V ADVERTISER SAMPLE 

Number of Company Executives- Surveyed by Title 
25 Corporate chairman and presidents 

14 Gr^up vice presidents, executive vice presidents, and 

senior vice presidents 
18 Corporate staff vice presidents, managers, and directors 
9 Division presidents 

5 Division marketing vice presidents, managers, and directors 
3 Division advertising vice presidents, managers, and directors 
1 Other 



Nurobe3e^f Companies Surveyed by Princi pal Product 



1 Beverages • I 

3 Candy^ 

4 Cereals \ 

7 Food (other than beverages, candy and cereals) 

8 Toys 

4 Vitamins 
27 



AGENCY SAMPLE 
Nuirtber of Agency Executives Surveyed by Title 
24 Presidents 

22 Senior or executive vice' presidents 
41 Vice-presidents, management supervisors, and account 
supervisors 

^'10 Account executives \ <| 

10 Other 
107 
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QUESTIONNAIRE RETURN 


RESULTS 








-First 
Mailing 


Second 
Mailing 


Total 
(percent 
of sample) 


Sample 


Agency Sample 
Number in mailing 
Completed survey 
Returned by post office 
Refused to participate 
No answer 


107 

1 1 

' .2 
48 


48 
15 

33 


71 (66.4%) 
* 


t: 


Advertiser Sample 








Indus t 


Number in mailing 
Completed survey 
Returned by post office 
Refused to participate^'" 
No answer 


^ 75 
23 
5 
14 
33 


33 
11 

21 


34 (45.3%) 


ACT Sample 

Number in mailing 
Completed survey 
Returned by post office 
Refused to participate 
No answer 


59 
43 

16 


16 
7 

9 


a 

50 (84.7%) 


Government Sample 
Number in mailing 
Completed survey 
Returned by post office' 
Refused to participate 
• No answer 


11 

9 
44 


44 
11 

13 

20 


22 (34.4%) 

^ 


Network Sample 

Number in mailing 
Completed survey 
Returned by post office 
\ Refused to participate 
No answer 


13 
2 

1 
IQ 


10 
1 

wmmt 

9 


3 (23.1%) 
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'. ' Table. a " " 

I 

IHE NEfD FOR INCREASED REGULATlbN OF CHILDREN'S TELEVISION COMMERCIALS 

■ ■ \ 



Advertiser . Agency ACT Govemnjl^nt 
Questionnaire Item^ ' - sample sample sample ' sample 



(a) Television advertising to children 
should be more regulated than it 
already is. 



(b) Children's television advertising 
requires special regulation be- 
cause of the nature of the viewing 
" lence . 



(c> Now regldations should restrict 
the techniques used in advertis- 
ing toys. 



(d) Stricter guidelines regarding the 
use of disclai'mers (sucM as bat- 
teries not included) would im- , 
prove many children's commercials. 



Agree 9% 23% 100% 91% 

No opinion 6 U 0 0 

Disagree 85 66 * 0 9 



Agree 56% 62% 98% 86% 

No opinion 12 7 2 5 

Disagree 32 31 0 9 



Agree 22% 36% 93% 64% 

No opinion 25 9 7 32 

Disagree 53 55 0 4 



Agree 25% 35% 66% 50% 

No opinion 22 15 18 27 

Disagree ■ 53 50 16 23 
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5'- y Table U ^ " ' ' 

IfflOSE JOB it SHOULD BE TO REGULATE ^'TELEVISION ADVERTISING DIRECTED AT CHILDREN 



0 y 

/ / ^ . ' '' ' Advertiser Agency -AC^ " \^vernin^nt - * 

Questionnaire item: • sample sainple sample * sample ^ ' 



(a) Coramerciala to chiJ^dren should be 
regulated bjn advertisers themselves. 



(b) Commercials to children^hould be 
regulated by the government. 



^Agree 12% 



(c) It is up to the child's parents 
to regulate children's television 
viewing behavior. 



(d) The trade association guidelines 
in use today have done little to 
improve the quality of children's 
television advertising. 
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^ Agree 68% 63% 1U% 23% 

No opinion 12 . ' 8 ^4 ' U , 

Disagree 20 "31 82 73 



Kgvee 12% 12% 70% 50% 

No opinion 3 U 12 32 

Disagree 85 • 84 18 IB 



Agree 100% 97% 81% ' §7% 

No opinion 0 3 * 0 9 

Disagree 0 j^---^ — v 1^ 2U 



Agree 0% 16% 98% 6U% 

No opinion 0 .11 2- 22 

^ Disagree ; 10Cj| 73 0 m . 
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Table 5 



HARMFUL AND BENEFICIAL EFFECTS OF TELEVISION COMMERCIALS ' ON CHILDREN 



Questionnaire item: 



Advertiser 
sample 



Agency' ACT 
sample sample 



Government 
sample 



(a) Advertising 
ability 
decisions. 



jelps develop a chJid's 
ce good consximer 









• 




Agree 


71% 


65% 


2% 


23% 


No opinion 


20 


IB 




i ' 


Disagree 


.9 


17 


96 1 


^ 68 



(b) Commercials oft^n persuade chil- 
dren to want things they don't 
really need. 

• ' * Agree 50% 

, r No opinion 3 

Disagree 47 

(c) Most children understand what 
commercials on children's shows 
are trying to do. 

Agree 88% 
No opinion 3 
Disagree 9 

(d) Television commercials lead to an 
increase in parent-child conflict. 

^ ' Agree 3% 

No opinion 6 • 

Dis^agree 91 

(e) Television commercials often arouse 
anxieties and feelings of , insecxirity 
in children. 



66% 

7 
27 



81% 
13 
6 



7% 
22 
71 



100% 
0 



7% 
2 
91 



93^ 
5 
2 



95% 
0 
5 



5% 
2U 
71 



64% 
27 
9 



Agree 

No opinion 
Disagree 

(f ) There is a connection between com- 
mercials for pharmaceuticals and 
the nation's rising drug usage 
among young people. 



3% 
3 
94 



3% 
18 
79 



75% 
23 
2 



41% 
55 
4 



Agree 

No opinion 
Disagree 
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\ i 



13% 

26 

61 



0 03 1 
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4 
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Table S ; v 

EVALUATION OF TV ADVERTISERS AND CURRENT AD^/ERTISING PRACTICES 




f 

Advertiser Agency ACT Government 



Questionnaire item: , ^ sample sample sample sample 



• (a) There are too many commercials on 
shows children watcJi . ^ 

Agree 5o% 50% 100% 96% 

* No opinion 9-^ 6 0 i| 

Disagree m 0 0 

4(b) Host children's television commerr 
ciads present a true picture of the 
product advertised. 

^ Agree , 76% 67% 0% 9% 

Na opinion 15 19 0 9 

^Disagree 9 m, 100 82 

(c) Performers should be allowed to 
sell products on children's tele- 
vision shows. 

Agree m% m% 2% 0% 

No opinion 9 11 0 19 

s Disagree 50 1^8 98 81 

I! 

(d) Television commercials aimed at 
children ^e usually in good 
taste . 

Agree • 79% 7^% ' 0% m% 

No opinion 12 12 2 9 

Disagree 9 l»f ga 77 

(e) Commercials on children's televisitjm 
are often purposely disguised to 
blend in with the programs. 

Agree 21% *^ 26% 91% 68% 

No opinion 6 Q 5 • 27 

Disagree . ' 73 68 ^ 5 



ERIC . c 



Tablu C (contir.ucd) 



Questionnaire item: 



Advertiser 
sample 



(f) [tost advertisers on children's 
television maJce a sincere effort 
to preset their products truth- 
' fully. 



Agency 
sample 



ACT • 
sample 



Government 
samp4.e 



Agree 

No opinion 
Disagree 

(g) Most advertisers are good people 
trying their b^st to provide what 
the public wants.- 



9U% 
6 
0 



84% 
10 
6 



0% 
96 



14% 

27 

59 



Agree 

No opinion 
Disagree 

(h) Most advertisers on children's 
television aren't really concerned 
about kids, they just want to sell 
their products. 

Agree 

No opinion 
Disagree 

(i) The quality of children's television 
would be better If it weren't con- 
trolled by advertising dollars. 

4 

Agree 

» No opinion 

Disagree 



88% 
12 
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3% 
15 
82 



0% 
3 
97 



78% 
15- 
7 



25% 
7 

68 



17% 
79 



2% 
7 
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98% 
0 
2 
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12 
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32% 
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Table 7 

THE TYPES OF PRODUCTS THAT SHOULD BE ADVERTISED ON CHILDREN'S TELEVISION 



Questionnaire item: 



Advertiser Agency ACT' -Government 
sample sample sample sample 



(a) There is jiothing wrong with adver- 
tising vitamin tablets on children's 
television programs. 



Agree 

No opinion 
Disagree 
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Table b 



MAJOR PROPOSALS FOR FUTURE CHANGES IN CHILDREN'S ADVERTISING AMD PROGRAMMING 



Questionnaire item: 



Advertiser Agency ACT Government 
sample sample sample sample 



a) "Bunching" commercials before or 
after a program would Significantly 
lessen the impact of the advertiser's 



message . 














Agree 


71% 


61% 


39% 


36% 




^No opinion 


26 


20 


32 


50 




Disagree 


3 


19 


29 


14 



(b) simulcasts (permitting two or more 
networks to run the same program 
at the same time) would help .im- 
prove the quality of children's 
television. 

Agree 

No opinion 
Disagree 

(c) The adveiftising industry should 
sponsor a "Television Broadcast 
Center" to finance quality chil- 
dren ' s programs . 



9% 
20 
71 



12% 

37 
51 



14% 

65 

21 



9% 
68 
23 



/ Agree 9% 

No opinion 18 
Disagree 73 

(d) Advertising on children''s tele; 
vision programs should be banned 
completely. 

Agree 0% 
No opinion 3 
Disagree 97 

(e) All commercials on children's tele- 
vision should be preceded»by a notice 
stating that what is to follow is an 
ad. 



25% 

16 

59 



3% 
3 

94 • 



57% 

29 

14 



89% 
11 

0 



36%' 

50 

14 



36% 

32 

32 



Agree 


6% 


11% 


80% 


55% 


No opinion 


15 


18 


' 18 


36 


Disagree 


79 


71 
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' : TABLE 9a 

BESPONDENT ACCURACY IN ASSESSING THE ATTITUDES OF ACT RESPONDEIs[TS 



2-1 # Commercials to children should be regulated by advertisers them- 
selves, . 



Strongly 
Disagree 1 



u 
m 

o > 



c 
o 

H > 



CJ>rd U Q 



, Strongly 
b Agree 



ACT position 



Mean 



Standard 
Deviation 



Deviation 



Level of 
Confidence 



1.71 



.1.22 



Agency Qstijnate of ACT position 



(w/knowledge) 
(no knowledge) 
(combined) 



1.29 
1.60 
1.40 



Advertiser estimate of ACT po'sition 
(w/knowledge) 1.70 
(no knowledge 1.35 
(combined) 1.48 

Government estimate of ACT position 
(w/knowledge 1.88 
(no knowledge) ^^1.86 
(combined) » '1.87 



.77 
.75 
.77 




+ .42 
^+.11 
+ .31 



+ .01 
+ .36 
* +.23 



-.17 
-.15 
-.16 



.15 



.48 



.60 



r 



TABLE 9b 



2-2. There is nothing wrong with advertising vitamin tablets on chil- 
dren's television programs. ' ■ \ ' 

c < * 

0 

4J ' 
W C 0) 

0) W / 

4J • 



S 0) 0) 



Strongly 
Disagree 1 



> > 
Q V 



Strongly 

5 Agree 



Mean 



Standard 
Deviation 



Deviation 



Level of 
Confidence 



ACT position ' 



1.17 



.38 



Agency estimate of ACT position 
(w/knowledge) 1.21 
(no knowledge) 1.10 
(combined) ^ 1.17 



.76 
.31 
.60 



-.04 
+ .07 
.00 



.90 



Advertiser estimate of ACT position 

.(w/knowledge) 1..80 1.03 --.63 

(no knowledge) - 1.00 " .00 4.17- 

(combined) 1.30 .72 -.13 



.30 



Government estimate of ACT position 

(w/knowledge) .1.00 .00 ^.17 

(no knowledge) 1.57 .79 -.40 

(combined) 1.^27 .59 -.10 



.41 



^ 9 0 •■) S 



TABLE 9c 



2-3. 



"Bunching" cojpmiercials before or after a program would signifi- 
cantly lessen th6 impact of the advertiser's message. 



Strongly i 
Disagree i 



o 

n 

•H 
10 
MOU 

ifi 0) 
-HEhS 

u<u a 

tU 0) 
> > 0) 
O D> 



Strongly 
Agree 



Mean 



Standard 
Deviation Deviation 



Level of 
Confidence 



ACT position 2.95 


1.06 






Agency estimate of ACT position 
(w/knowledge ) 3.24 
(no knowledge) 2.90 
(combined) 3,12 


1.44 
1.33 
1.40 


-.29 
+ .05 
-.17 


.70 


Advertiser estimate of ACT position 
(w/knowledge) 2.70 
(no knowledge) 3.06n», 
(combined) 2.93 


1.34 
1.64 
1.52 


+ .25 
-.11 
+ .02 


.76 


Government estimate of ACT position 
(w/knowledge ) 3.13 
(no knowledge) 2.86 
(combined) 3.00 


1.13 
1.22 
1.13 


-.18 
+ .09 
-.05 


.95 



r 



TABLE 9d 



2-4. Children's television advertising requires special regulation 
because of the nature o£ the viewing audience. ' 



o 



Strongly 
Disagree 1 



+j u 

SO) 
m 

a 4^ 

U U 

0) ,0) 

> > 



a 

0) 
CP 



. Strongly 
5 Agree 



Mean 



Standard 
Deviation 



Deviation 



Level of 
confidence 



ACT position 



4.81 



.46 



(w/3chowledge) 
(no knowledge) 
(coinbined) 



(w/knowledge) 
(no knowledge) 
(coinbined) 



(w/knowledge) 
(no knowledge) 
(coinbined) 



4.97 


.16 > 


+ .16 




4.60 


.94 


-.21 




4. 'as 


.59 


+ .04 


.80 


position 








4.20 


1.23 


-.61 




4.94 


.24 


+ .13 




4.67 




-,14 


.32 


position 








4.75 


. .46 


-.06 




4.14 


1.46 


-.67 




4.47 


1.06 


-.34 


.08 
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TABLE 9e 



2-5. 



The^ trade association guidelines in use today have done little to 
improve the quality of children '6 television advertising. 



Strongly i 
Disagree l 



a 
o 

M-M to 
0) C Q 
CO 0) Qi 

0) oxc 
> > <y 
'd Q I cn 



strongly 
Agree 



Mean 



Standard 
Deviation 



ACT position 



4.57 



.55 



Deviation 



Level of 
Confidence 



Agency estimate of ACT position 

(w/knowledge) 4.68 

(no knowledge) 4.40 

(combined) 4.59 



.62 
.94 
.75 



+ .11 
-.17 
+ .02 



.97 



Advertiser estimate of ACT position 

.(w/knowledge) 3.80 

* (no knowledge) 4.53 

(combined) 4.26 

Government estimate of ACT position 

(w/knowledge) 4.50 

(no knowledge) 4.14 



(combined) 



4.33 



.92 
.62 
.81 



.54 
1.07 
.82 



-.77 
-.04 
-.3J. 



-.07 
-.43 
-.24 



.04 



.17 



.5 !) j) 6 1 



TABLE 9f 



Commercials to children should be regulated by the government. 



O if) Q) 

0^ 



E3 



i 



i 



Strongly 
Agree 



Standard Level of 

Mean Deviation Deviation Confidence 

3,88 1,19 



Strongly I 
jDlsagree T 



ACT position • 

Agency >estlniate of ACT position 

(w/knowledge ) 4,73 

(no knowledge) 4.65 

(combined) ^ 4,70 



.65 +.85 
.49 +.77 
.60 +.82 .00 



Advertiser estimate 


of 


ACT position 






(w/knowledge) 




4.10 


1.20 


+ .22 


(no knowledge) 




4.35 


.86 


+ •47 


(combined) 




4.26 


.98 


+ .38 


Government estimate 


of 


ACT position 






* (w/knowledge) 




4.75 


• 71 


+ .87 


(no knowledge) 




3.86 


.90 


-.02 


(combined) 




4.33 


.90 


+ .45 



; !) 0 n 2 



TABLE 9g 



2-7. 



Stricter guidelines regarding the us,e of disclaimers (such as 
batteries not included) would improve many, children's commercials, 



Strongly , 
Disagree 1 



G tn 

(D O 
U 



01 
O U 



. Strongly 
b Agree 



Standard Level of. 

Mean Deviation Deviation Confidence 



ACT position 



3.52 



1.07 



Agency estimate of ACT position 

(w/knowledge) 4.08 1.18 +.56 

(no knowledge) 4.55 .61 +1.03 

(combined) 4.25 1.03 +.73 .00 



Advertiser estimate of ACT position 

(w/knowledge) 4.20 .02 +.68 

(no knowledge) 4.42 ,87 +.90 

(combined) 4.33 .89 +.81 

Government estimate of ACT position 

(w/knowledge) 3.50 1.60 -.02 

(no knowledge) 3.43 .98 -.09 

(combined) 3.47 1.30 - .05 



.00 



.81 
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TABLE 9h 



2-8 # All commercials on children's television should be preceded by a 
notice stating tiiat what is to follow is an ad» 



Strongly \ 
Disagree 1 



4J 
0) 



0) 

> 

■S 



c 
o 

4J 

0) U) 
(0 o 



Strongly 
Agree 



Mean 



Standard 
Deviation 



Deviation 



Level of 
Confidence 



ACT position 



4.21 



• 81 



Agency estimate of ACT position 

(w/knowledge ) 4,19 ,92 - . 02 

(no knowledge) 4,45 ' ,69 +,24 

(combined ) 4.29 .85 + . 08 



.54 



Advertiser estimate of ACT position . 

(w/knowledge ) 3,80 1,03 - , 41 

(no knowledge) 4.42 ,80 +.21 

(combined) 4,19 .92 -.02 



• 99 



Government estimate of ACT position 

^ (w/knowledge) 3.88 1.25 -.33 

(no knowledge) 3,86 1,22 -.35 

(combined) 3,87 1.19 -,34 



,26 



I) 0 1 



TABLE 9i 



2-9. Most advertisers on children's television are not really concerned 

about kids; they just want to sell their products. 

>i 
u 
c 

CP 

< c 
o 

-p 

C Q) W 
0) U) o 

^'^ ^ 

U U 

* . > > < 

Strongly j | j , . ^ i i Strongly 



Disagree 1 2 3 4 t Agree 



Standard Level of 

Mean Deviation Deviation Confidence 



ACT position 


4.67 


.72 






Agency estimate of ACT 


position 








(w/knowledge) 


4.61 


.82 


-.06 




(no knowledge) 


4.40 


.68 


-.27 




(combined) 


4.53 


. .78 . 


-.14 


.85 


Advertiser estimate of 


ACT |)Osition 








(w/knowledge) 


4.00 


1.05 


-.67 




(no knowledge) 


4.82 


.39 


+ .15 




(combined) 


4.52 


.80 


-.15^ 


.94 


Gtovernment estimate of 


ACT position 








(w/knowledge) 


4.63 


.52 


-.04 




(no knowledge) 


4.14 


1.07 






(combined) 


4.40 


.83 


-.27 


.74 
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TABLE 10a 

RESPONDENT ACCURACY IN ASSESSING THE ATTITUDES OF* AGENCY RESPONDENTS 



2-1. Commercials to children should be regulated by adve^rtisers them- 
selves. 

c 
o 

4J 

^ - . o 

u 
c 

Q) 



4J 

c 

Q) 



Strongly _^ 
Disagree 1 



5§ 



, Strongly 
5 Agree 



Standard Level of 

Mean* Deviation Deviation Confidence 



Agency position 



3.44 



1.29 



ACT estimate of Agency position 
(w/knowledge ) 4.69 
(no knowledge) 4.7 3 

(combined) 4.74 



.54" 

.46 

.44 



41. 
+ 1. 
+ 1, 



25 
29 
30 



.00 



Government estimate of Agency position 

(w/knowledge) 4.67 .50 +1-23 

(no knowledge) 4«50 1.08 +1.06 

(combined) 4.58 .84 +1.14 



.00 



^ ^) 0 n G 



I 



TABLE 10b 



2-2. There is nothing wrong with advertising vitamin tablets on chil- 
drens television programs, 

a 

>i 
0) 

. .. 



Strongly , 
Disagree 1 



4J 
C 
Q) 



Q) 

> H 
O U 



, Strongly 
5 Agree 



Mean 



Standard 
Deviation 



Deviation 



Level of 
Confidence 



Agency poBi^ift^ 



3.10 



1.26 



ACT estimate of Agency position 
(w/knowledge) 4,41 
(no knowledge) 4.47 
(combined) 4.43 



.95 
,83 
.74 



4-1.31 
4-1,37 
4-1,33 



.00 



Government estimate of Agency position 

(w/knowledge) '4.11 ,93 +1.01 

(no knowledge) 4.30 1.06 .41.20 

(combined) '4.21 .98 +1.11 



.00 



"> I) t) 7 



TABLE 10c 

I . - ^ 



2-3 • "Bunching" commer-cials before or after a program would signifi- 
cantly lessen the impact of the advertiser's message. 



c 
c 



strongly , 
Disagree 1 



a. 



C 

O B 
c 2 

QJ U 

< > 



Strongly 
Agree ■ 



Standard 



Level of 



Mean 


Deviation 


Deviation ' 


Conf idorico 


Agency position 3.61 


1.04 






ACT estimate of Agency position 
(w/knowledge) 4 . 17 
(no knowledge) 4.27 
(combined) 4.21 


i> 

.76 
1. 22 
.94 


• + .56 

+ .66 
+ .60 


.00 


Government estimate of Agency position 
(w/knowledge) 4.00 .71 
(no knowledge) 3. '40 1.43 
(combined) 3.68 1.16 


+ .39 
-.21 
+ .0-' 


. GO 



TABLE lOd 



2-4. Children's television advertising requires special regulation 
because of the nature of the viewing audience. 



Strongly 
Disagree 



4J 



u 
> 

s 



o 

-H 
4J 
-H 

to 

O 
ft 

>i 
U 

d 

? 



- Strongly 
5 Agree i 



Mean 



Standard 1 ' ' Level of 
Deviation Deviation Confidence 



Agency position 



3.27 



1,22 



ACT estimate of Agency position 
( w/knowl edge ) 2.07 
(no knowledge) I) 1.80 
(combined) ^ 1.91 



1.1,6 
1.-15 
\25 



.Government estimate of Agency positi'orf 

(w/knowl edge) 3.00 • 1.00 

(no knowledge) • 2y>'70 1.25 

(combined) "2.84 1.19" 



-1.20 
-1.47 
-1.36 



.27 
.57 
.43 



.00 



.17 



i • 



i) 1) 0 "6 9 



TABLE lOe 



2-5 • The trade association guidelii^es in use today have done little to 
injprove the quality of ^children's telej/fsiqn advertising • • 



Strongly , 
Disagree 1 



> &^ 
5 < 



o 

Vi 
O 

>i 

0 

Q) 



• StroVigly 
"! 5 Agree 



Mean 



Standard 
Deviation 



Deviation 



Levels of 
Confidence 



Agency position 



2.10 



'i:04 



ACT estimate of Agency position 
(w/knowledge) 1.76 
(no knowledge) 2.00 
(combined) ' 1.79 



.83 
.93 
.80 



+ .34 
+ .10 
+ .31 



.08 



Government estimate of Agency position 

(w/knowledge) 1.56 .53 +.54 

(no knowledge) 1.80 1.03 +.30 

(combined) . ^ 1.68 .82 +.42 



.11 




1) 0 7 0 



1. 



TABLE lOf 



2-6. eommercials to children should be regulated by the -government. 



Strongly 
Disagree 



o 

•H 

AJ 
•H 

in 
o 
Qa 



0) >i 

B U 

2 c 

U 0) 

> 



s 



\ 



strongly 
5 Agree 



V 

Mean 


Standard 
Deviation 


^Deviation 


Level of 
Confidence 


Agency position 1.76 


1.07 






ACT estimate of Agency position 
(w/knowl edge ) 1.52 
(no knowledge) 1.13 
(combined) 1.35 


.83 
.35 
.69 


+ .24 
+ .63 
+ .41 


.02 


Government estimate of Agency position 
(w/knowl edge ) 1.56 .73 
(no knfewlddge) 1.80 1.14 
(combined) "^'^^^ 


+ .20 
-.04 
+ .08' 


.79 



J 



\ 
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TABLE lOg 



2-7. Stricter guidelines regarding the use of disclaimers (such as 

batteries not included) would improve many children's commercials. 



Strongly J 
Disagree 1 



c 



in 
o 



2 c 

(U Cn 
U O I 

» — 



strongly 
5 Agree 



Standard Level of 

Mean Deviation Deviation Confidence 



Agency position' ^ 2.74 1.19 



ACT estimate of Agency position 

(w/knowledge) 2.72 1*30 +.02 

(no knowledge) 2.07 .80 +.67 

(combined) v ^ 2.47 1.18 +.27 .25 

Government estimate of Agency position * v 

(w/knowledge ) 2.67 1.12 + . 07 

, (no knowledge) 2.50 1.08 +.24 

(combined) 2.58 1.07 +.16 .61 



i 



TABLE lOh 



2-8. All commercials on children's television should be preceded by a 
notice stating that what is to follow is an ad. 



Strongly 
Disagree 



G 
O 
•H 

•H 

CO 
O 

C 

a)>i 
cc 

MO) 



Strongly 
Agree 



Mean 



Standard . L'evel of 

Deviation Deviation Confidence 



Agency position 



2.24 



1.00 



ACT estimate of Agency position 
(w/knowledge) 1.93 
(no knowledge) 1.80 
(combined) 1.84 



.80 
.41 
.61 



+ .31 
+ .44 
+ .40 



.01 



Government estimate of Agency position 

(\y/knowledge) 2.22 .83 +.02 

(no knowledge) 2.20 1.14 +,04 

(combined) 2.21 .98 +.03 



.90 




)0 0 73 



TABLE lOi 



A. 



2-9. Mfst advertisers on children's television are not really concerned 
about kids; they just want to sell their products. 

o 

(0 

a 

o 
c 

< 

.1 . 



Strongly 
Disagree 



4J 



> 

s 



i- 



, 'Sfrongly 
5 Agree 



Agency position 



Mean 



, Standard - Level of 

Deviation Deviation Confidence 



2.41 



1*16 



ACT estimate of Agency position * ■ 

(w/knowledge ) 1.93 1.13 +.48 

(no knowledge) 2.13 1.25 +.28 

(combined) * 1.95 1.13 +.46 



.-04 



Government estimate of Agency position 

(w/knowle<^g^)"^ 1.1 7 .71 +1.24 

(no knowledge) 1.80 1.03 +.61 

(combined) 1.74 .87 +.67 



.02 
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MICHIGAN UNIVERSITY 



GRADUATE SCHOOL qPSUSINESS ADMINISTRATION 
DEPARTMENT Ofi MARKETING AND 
TRANSPORTATIDN ADMINISTRATION 



EAST LANSING • MICHIGAN • 48824 



February 1, 1973 



)ri34r 



XXXXXXXXXXXXXXXXXXXXXXXXX 

xxxxxxxx 

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx 
xxxxxxxxxxxxxxxx 

XXXXXXXXXXXXXXXXXXXXXXXXX 
- Dear Mr. XXXXXX: 




i 



>1 ; 



Several members of the faculty of the Colleges of Business 
and Communication/ at Michigetn State University are in the 
process of studying the||||tib ject of children's television 
advertising. The stud^ip partially funded* by a research 
grant from the U.S. Department of Health, Education and 
Welfare. * 



A major portipn of the overall study deals with two areas of 
direct concern to your agency. The first concerns the tele- 
vision advertising creative process. The second comprises 
the issues involved. 

Much has been written in recent months concerning the people 
and tasks involved in creating advertising for child markets. 
Yet, little is known about the actual process. In this 
study we plan to examine in detail how large advertising 
agencies create, produce, research and evaluate television 
commercials aimed at the young market. 

Much of the current controversy regarding advertising issues 
is a result of ineffective communication between broad- 
casters, researcHers and critics. In this study wg hope to*^ 
discover how key agency personnel feel about the current 
issues facing the advertising world — particularly with regard 
to advertising to children. 

XXXXXXXXXXXXXX)^XXXXXXXXXXXXXXXXXX playn n major rol(^ In \Mo 
creation ot network Lcievision advertising campaigns and has 
lopg been involved in advertising to the child market. We 
feel, therefore, that interviews with key XXXXXXXXXXXXXXX 
XXXXXXXXXXXXXXXXX personnel will be vital to obtain a realis- 
tic look at the agency side of the picture-^-a side that has 
been long ignored. 



c 



February 1, 1973 
Mr. XXXXXXXXXXXXXX 
Page 2 



In "a few days one of our researchers, Mr. James D. Culley, 
will be in the New York area interviewing agency personnel 
for this study. Would you be' willing to furnish us with the 
names and titles of XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX 
personnel (researchers, account executives, media buyers, 
etc.) currently involved in creating, producing and research- 
ing commercials for the child market so that Mr. Culley 
might arrange to talk to them? A form is enclosed in a self- 
addressed envelope for this purpose. Personnel working on 
such accounts as XXXXXXXXXXXXXXXXXXXXXXX and XXXXXXXXXXXXX 
XXXXXXX are of particular interest to us. 

You may be assured that all interview data will be held in - 
strictest confidence. The names of persons, organizations, 
actual job titles and specific brand names will be disguised 
or deleted in the fina^' research report. 

Thank you for your cooperation and assistance in supporting 
this research project. 

Yours sincerely. 



William Lazer 

Professor of Marketing and Transportation 
WL: sas 



Enclosures 



MICHIGAN STATE UNIVERSITY 



GRADUATE SCHOOL OF BUSINESS AD^UNISTRAT^ON 
DEPARTMENT OF MARKETING AND 
TRANSPORTATION ADMINISTRATION 



EAST LANSING • MICHIGAN • 4S824 



June 12, 1973 
XXXXXXXXXXXXXXi^J^iJPf 

xxxxxxxxxxxxxxxHx%xxxxxxxxx 

XXXXXXXXXXXXXXXXXXifXXXXX 
XXXXXXXXXXXXXXXXXXXXXX 
XXXXXXXXXXXXXXXXX 

Dear XXXXX-XXXXX: 

What do advertisers, television critics, ^network 
executives, and government regulators think about television' 
commercials directed at children? We really don't kno^;^. 
But your answers on the enclosed questionnaire will help 
clear up many of the misconceptions that we believe exist. 

The survey is part of a study sponsored by the U.S. 
Department of Health, Education and Welfare. Similar ques- 
tionnaires have been sent to a select sample of key people 
in the advertising field, in government, and to critics of 
the advertising process. Portions Ojf the survey results 
will be included in my doctoral dissertation. 

Your response to the survey items will be held in 
strict confidence o Only aggregate responses will be in- 
cluded in the final report o (We have coded each question- 
naire to aid us in compiling and analyzing the datao)^ 

Please take a few-minutes of your time to complete 
the survey and mail it ba^ in the enclosed envelope o 
If you would like a copy of the summary reports, just enclose 
a note with your survey o I will be happy to furnish you with 
oneo # 

Yours sincerely. 




•7DC:cs 



Enclosure 



James Do Cull^y 

Study Director (517-355-6010) 

A • - / . 



1 



MICHIGAN STATE UNIVERSITY 



GRADUATE SCHOOL OF BUSINESS ADMINISTRATION 
- DEPARTMENT OF MARKETING AND 
TRANSPORTATION ADMINISTRATION 

June 22, 1973 



EAST LANSING • MICHIGAN • 48824 




What do advertisers, television critics, network executives, 
and government 'regulators think about television commercials 
directed at children? We really don't know.. But your 
answers on the enclosed questionnaire will *ielp clear up 
many of the misconceptions that we believe exist. 

Your response to the survey items will be held in strict 
confidence. Action for Children's Television (ACT) is 
distributing this particular survey for us. Only ACT will 
know if you respond to the survey or not. (The code number 
on the questionnaire will be used by ACT for compiling such 
data.) 

The survey is part of a study of the effects advertising 
on children funded by the U.S. Department of Health, Educa- 
tion, and Welfare. Similar questions have been sent to 
'other members of consumer groups, as well as key government 
afficials, advertisers, and members of the major networks. 

Please take a few minutes of your time to complete the survey 
and mail it back in the enclosed envelope. If you would like 
a copy of the summary report, please^drop a note to ACT. 
I will furnish them with copies as soon as they are available, 

Yours sincerely. 



James D. Culley 
Study Director 
(517-355-6010) 

JDC : sas 
Enclosure 



> 



ERIC 



MICHIGAN STATE UNIVERSITY 



GRADUATE SCHCX)L OF DUSINKSS ADMINISTRATION 
DCPARTMtNT OF MARKIitlNG AND 
TRANSPORTATION ADMIMSl RATION 



EAST LANSING • MICHIGAN • 48824 




July 16, 1973 

XXXXXXXXXXXXXXXXXXX 
XXXXXXXXXXXXXXXX 
XXXXXXXXXXXXXXXXXXXXXXXX 
XXXXXXXXXXXXX XXXXXXX 

Dear XXXXXXXXXX: 

Four weeks ago I sent you a copy of a questionnaire entitled 
MICHIGAN STATE UNIVERSITY SURVEY OF ATTITUDES TOWARDS ADVER- 
TISING. Similar questionnaires were sent to 20 members of 
the^United States Senate, 30 members of the House of Represen- 
tatives, top executives in 30 of our countries leading 
corporations, 25 of the nations largest advertising agericies, 
and a select sample of key network executives, members of the 
F.C.C. and F.T.C. , and spokesmen for consumer interest 
groups. 

The initial returns were exceptional. However, I hope to 
hear from all those sampled. Won't you take the 15 minutes 
the survey requires and help me gather data on a subject of 
vital concern to all thdse interested in our present system 
of broadcast advertising? I'm enclosing a second copy of 
the survey with this letter for your convenience. 

Please be assured that I am only interested in the aggregate 
opinions of the various groups involved. Your responses 
will be aggregated with those of 50 or more other respondents 
' in computing the "opinions of those in the advertising indus- 
try" for the final report and for my dissertation. 

May I count on your help? 



Yours sincerely, 



James D. Culley 
(Telephone: 517-355-6010) 



P. So 

If you would like to receive 'a copy of the summary report 
and haven't already written for one, please drop me a note, 
I will happily furnish you with one. 



.) \) ^ 0 
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MlC!VllGAN STATE UNIVERSITY 



GRADUATE SCHOOL OF BUSINESS ADMINISTRATION 
DFPARTMENT OF MARKETING AND 
TRANSPORTATION ADMINISTRATION 



EAST LANSING • MICHIGAN • 48824 




July 16, 1973 



Four weeks ago Action for Children's Television mailed you a 
copy of a questionnaire entitled MICHIGAN STATE UNIVERSITY 
SURVEY OF ATTITUDES TOWARDS ADVERTISING. Similar question-- 
naires were sent to 20 members of the United States Senate, 
30 members of the House of Representatives, top executives 
in 30 of our country's leading corporations, 25 of the 
nation's largest advertising agencies, a select sample of key 
network execrutives, and commissioner s^f the Federal Trade 
and Federal Communication Commissions. 



The initial returns were exceptional. However, 1 stjill hope 
to hear from everyone sampledo Won't you take the 15 minutes 
the survey requires and help me gather data on a subject of 
vital concern to all those i#iterested in our present system 
of broadcast advertising? I 'Ttn enclosing a second copy of the 
survey for your convenience. 

Please be assured that I am only interested in the aggregate 
opinions of the various groups involved. Your responr.cs 
will be aggregated with those of 50 or more ACT spokesmen 
and women in computing the "opinions of Action for Children's 
Teleyision*' for -the final report and for my dissertat iopo 

May I count on your help?^ 



Yours sincerely. 



James Do Culley 
(Telephone: 517-355-6010) 

JDC/sm 

P. So If you would like a copy of the summary report, please 
drop a no^e to AGTo I will furnish them with copies as soon 
as they arcj available o 
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The Advertiser Sample 



FIRI4S INCLUDED IN THE INDUSTRY SAMPLE 
1 * 



Executives with the twenty-nine corporations listed below 

were mailed copies of the final research ^instrioment. The 

number in parentheses indicates how many individuals within 
the company were contacted. ' " *. 



(1 
(2 
(3 
* (4 
(5 
(6 
(7 
(8 
(9 
(10 

(11 
(12 
(13 
(14 
(15 
(16 

.(17 
(18 
(19 
(20 
(21 
(22 
(23 

*(24 
(25 
(26 



AI-IERICAN HOME PRODUCTS CORPORATION (3) 
BORDEN, INC. FOODS DIVISION (3) 
BRISTOL-MYERS COMPANY (2) 
FISHER-PRICE TOYS (2) /' 
GAF CORPORATION (2) 
GENERAL FOODS CORPORATION (4) 
GENERAL MILLS, INC. (7) 
HASBRO INDUSTRIES, INC. (3) 
HUNT-JWESSON FOODS, INC. (3) 
IDEAL TOY CORPORATION (5) 
KEEBLER COMPANY (i) 
KELLOGG COMPANY (5) 
KENNER PRODUCTS (3) 
LIBBY, MCNEIL & LIBBY (2) . . 
LOUIS MARX & COo, INC. (1) 

Mcdonald's corporation (3) 
mars incorporated (3) 
mead johnson . accompany (3) • 
miles laboratories (2) 
mattel toys (3) 
milton bi^adley company (2) 
nabisco, inc. , (2) 
"the nestle company, inc. (3) 
pepsico, inc. '(3) 
plough inc. (2) 
the quaker oats company (3) 



continued 



(27). 'REMCO INDUSTRIES, INC. 
*{28) SEVEN-UP COMPANY (3) 
(29) SHASTA BEVERAGES (2) 



(2) 



] ^" ^ — ^ 7 

Corporations whose, names are •preceded by an 
asterik (*) were included in the sample but not in the .data 
analysis. Such firms were not advertising on children's 
TV at the time the survey was taken. * 



V 



V > 



The Advertising Agency Sample 



Executives with the twenty-four advertising agencies listed 
below were mailed copie^^f the final research instrument. 
The number in parentheses indicates, how many individuals 
within each agency were contacted. An asterick before the 
agency name indicates that executive's within the agency 
participated in the preliminary interviews as well as the 
final attitude survey. 

Beneath each agency name is an example Of the type of chil- 
dren 's advertising accounts the agency held at the time the 
survey was made, ^ 



*(1) ADCOM, INC., Chicago (1) 

-Cap'n Crunch, Quisp,- Quake and other presweetened 
Quaker cereals 

(2) BjJRTTEN, Barton, DURSTINE & OSBORN, INC".. , New York (9) 

-Burger King Drive-in Restaurants, Campbell Curly 
Noodle 'Soup 

(3) BENTO^M & BOWLES, • INC. , New York ""(2) 

-Post breakfast cereals, Hasbro Industries (toys) 

(4) -CAMPBELL MI THUN, INC., Minneapolis (2) . ' • 

-Schaper Manufacturing Co. (toys) , Mr. Bubble Bubble- 
Bath 

(5) ' CARSON/ROBERTS Div/ OF OGILVY & MATHER, Los Angeles (4) 

-Mattel Incp (toys) 

*(6) CLINTON E. FRANK, INC., Chicago (0^ " ' , 

'* -Curtiss candies " 



*C7) CUNNINGHAM & WALSH, INC., New York (10) .. 
; , -Jiffy Pop .Popcorn 

(8) DANCER-FITZGERM/D-SAMPLE, INC., New York (4), 

-BeechnujJ tO^e Savers, Gerieral Mills cereals 

(9) DANIEL & CHARLES, INC.., New Yoirk (1)" 

-GAF Viewmaster , • 

(lb) DOYLE, DANE, BERNBACH, INC. , New York ' (2 




-Qliaker Oats non presweetened cereals 
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Cll) FOOTE, CONE & BELDING COMMUNICATIONS, INC., New York (8) 
. -Frito Brand Corn Chips, Kraft Caramels 

*(12) GILBERT, GR^CE & STARK, INC., New York C9) 
■"Maypo cereals 

(13) GREY ADVERTISINC^f^NC. , New York CI) - • ^ 

-Aurora Products Ctoys) , Koolr-Aid, JIF Peanut Butter 

(14) HOEFER, DIETERICH & BROWN, INC., San Francisco C5) \ 
^ -Shasta Beverages ' . . ^ \ 

(15) HUMPHREY, BROWNING, MacDOUGALL, INC., Boston C3 } 

-Parker Bothers (toys) , ,. 

*(16) J. WALTER THOMPtoUQOMPANY, INC., Chicag6. C2 ) 
-Aunt Jeraima Panca]c>2 Mixes 

V 

*('17) KENYON & ECKiiARDT ADVERTISING, INC., Chicago 03) 
-Libbyland Frozen Children's Dinners 

*(18) LEO BURNETT CO., INC., Chicago •(12) 

-Kellogg cereals. Nestle 's Quik, Phillsbury children's 
drink mixes , 

(19) LEONARD M. .SIVE & ASSOCIATES, INC., Ciricinnati (3) 
-Kenner Products Co. Ctoys) 

*(20) NEEDHAM,^ HARPER & STPERS, INC., Chicago C3 ) 
-McDonald's Drive-i.i Restaurants 

*(21) odiLVY & MATHER, INC., New York (5) 
-Hershey Chocolates 

*(22) -TED mTES & COMPANY, INC., New York (3) 

-M&M/Mars, Louis Marx & Co. Ctoys), ITT Continental » 
Baking 

(23) WILLIAM ESTY COMPANY, INC., New York (4) 

-Hawaiian Punch, Nabisco^ cereals, cpokies, snacks 
arid crackers 

\ ■ ^ I 

-(24) YOUNG & RUBICAN INTERNATIONAL, INC., New York C3) 
-Jello, Che^ Boj - Ar-Dee . prepared foods, Tarjg , 
Milton Bradley Ctoys) * 



APPEN'DIX 



SURVEY INSTRUMENT 



MICHIGAN STATE UNIVERSITY SURVEY OF 
ATTITUDES TOWARDS ADVERTISING 



J. Culleyj Department of Marketing 
Eppley Center^ Michigan State Univei^sity^ ^ East Lansing^ Michigan 4Q823 



The following pages contain a series of statements concerning adver- 
tising, television, government, and consumers. The purpcpe of this 
survey is to find out how you feel about each statement. 



PLEASE READ EACH ITEM BELOW CAREFULLY AND CIRCLE THE RESPONSE THAT, 
BEST EXPRESSES YOUR FEELING ABOUT THE STATEMENT. Whe/ever possiiple, let 
your own personal expeiSence determine your answer. If in doubt, circle 
the response that most closely corresponds to your present feeling about, 
the statement. « 

1. Television: advertising to children should be more regulated than it 
already is. 

Strongly agree Agree Uncertain Disagree Strongly disagree 

2. Advertising helps develop a child's ability to make good consumer 
^decisions. * ^ 

Strongly agree Agree^ Uncertain Disagree Strongly disagree i 

3. The quality of children's television would be better if it were not 
controlled by advertising dollars. 

Strongly agree AgreS Uncertain Disagree Strongly disagree 

4. Commercials to children should be regulated by advertisers themr- 
selves. 

Strongly agree Agree Uncertain Disagree Strongly disagree 

5. 'There is nothing wrong with advertising vitamin tablets on children's 

television programs. ^ 

Strongly agree Agree -^Uncertain Disagree Strongly disagree 



i 
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6. There are too many commercials on shows children watch. 
Strongly agree A^ree * Uncertain Disagree Strongly disagree 

7. Commercials often persuade children to want things they do not 
really need. ' ^ 

Strongly agree Agree Uncertain Disagree Strongly disagree . 

8.4 Most children's television commercials present a true picture of the j 
product - advertised . 

Strongly agree Agree Uncertain Disagree Strongly disagree' 

*L 

. 9, "Bunching" commercials before or after a prbgram would significantly 
lessen the impact of the advertiser's message. 

'\ • 
Strongly agree Agree Uncertain Disagree Strongly disagree % ' , 

10. Performers should be allowed to sell products on children's tele- 
vision shows. 

Strongly agree Agree Uncertain Disagree Strongly disagree 

I 

11. Television commercials aimed at children are usually in good taste. 

V *- 1 

; - I 

strongly agree Agree Uncertajin Disagree Strongly disagree . 

■ ' ^ ■' ■ ■ ' 

12. Commercial^on chilaren's television programs are often purposely i 
disguised to blend irTy with the programs. . . 

•Strongly agree Agree Uncertain Disagree Strongly disagree 

t 

13. Most children understand what commercials on children's shows are i 
trying to do. ' 

/ 

Strongly agree Agree Uncertain Disagree Strongly disagree •y . j 

•14. Simulcasts (permitting 2 or more networks to run the same program at 
the same time) would help improve the quality of children's tele- 
vision programming. , 

Strorfgly agree Agree Uncertain Disagiree Strongly disagree 

Children's television advertising requires special regulation be- 
cause of the .'nature of the viewing audience-.. 

* Strongly agree Agree Uncertain Disagree Strongly disagree 

• . ■ . ■ ■ i 

- ; ■ ■ 



16. The tirade association guidelines in use today have done little to 
improve the quality of children's television advertising. 

• ■ * ■ . 

* Strongly agree Agree Uncertain Disagree Strongly disagree 

17. The advertising industry should sponsor a "Television Broadcast 
tenter" to finance quality children's programs. 

Strongly agree Agree Uncertain Disagree Strongly disagreed 

18. Commercials^ to children should be regulated by -the government. 
Strongly agree Agree Uncertain Disagree Strongly disagree 

19. Most advertisers on children's television make a sincere effort 
to present their product truthfully. 

Strongly agree Agree Uncertain Disagree Strongly disagree 

20,. New regulations should restrict the techniques used in advertising 
toys* * 

Strongly agree Agree Uncertain Disagree Strongly disagree 

21. Stricter guidelines regarding the use of disclaimers Lsuch as 
batteries not included) would improve many children commercials. 

Strongly agree Agree ' Uncertain Disagree Strongly disagree 

22. Advertising on children's television programs should be banned 
completely.^ 

Strongly agree Agree Uncertain Disagree Strongly disagree 

23. Television commercials lead to an iriCrease in parent-child conflict. 
Strongly agree Agree Uncertain Disagree Strongly disagree 

24. All (commercials on children's television should be preceded by a 
notijp^st^ting that what is to follow is an ad. 

rongly agree Agree Uncertain Disagree Strongly disagree v 



25. Tii 



levision commercials often arouses anxieties and feelings of 



iipsecurity in children. ^ 

agree Agree Uncertain Disagree Strongly disagree 
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26. Most advertisers are good people trying their best to provide what 
the public wants, 

strongly agree Agree Uncertain Disagree Strongly disagree 

27. Most advertisers on children/ s television are not really concerned > 
a'Bout kids, they just want to sell their products. 

T 

. Strongly agree Agree Uncertain Disagree Strongly disagree 

28. It is up to the parents to regulate children's television viewing 
behavior. 

Strongly agree Agree Uncertain Disagree Strongly disa^ee-' 

M * 

29. There is a connection between commercials for pharmaceuticals and 
the nation's rising drug usage among young people. 

Strongly agree Agree Uncertain Disagree Strongly disagree 



The responses you made above will give us valuable insights on how 
key people, such as yourself, feel abouf children's television advertis- 
ing. In the next section we hope to measure how you perceive the 
opinions of OTHER PARTIES involved with the subject. 

On the next three pages, PLEASE INDICATE HOW YO^ THINK THE PARTY 
L :STED AT THE TOP OF EACH PAGE WOULD RESPOND TO THE STATEMENTS LISTED. 




CHILDREN'S ADVERTISING EXECUTIVES 
_ ^ — 

Please circle the response th^-b^u- believe most closely reflects the 
views of ADVERTISING AGENCY EXECUTIVESj involved in creating, ptoducihg, 
and researching commercials for children's teleXrision. . 

1. commercials to children should be regulated, by advertisers themselves. 
Strongly agree . Agree Uncertain Di^gree Strongly disagree 

2. There is nothing wrong with, advertising vitamin tablets on children's 
television programs. - ' 

Stronily agree Agree Uncertain Disagree " Strongly disagree 
' - 3. "Buncaing" commercials before or after a program would, significantly 
r ' lessen the impact of the advertiser's message. 

Strongly agree Agree Uncertain Disagree Strongly disagree 
4. Children's television advertising req'Sres special regulation because 

of the nature of the viewing audience. \ 

Strongly agree Agree Uncertain Disag^e Strongly disagree 
3 The trade associa'tion guidelines .in use todayS^ve done -little to 

improve the quality of children ' s' television advertising. 

Strongly agree Agree Uncertain : Disagree Strongly disagree / 
,6. commercials to'children should be- Regulated by^^the gom«««*uL. 

Strongly agree ^ Agree Uncertain Disagree Strongly disagree 
7 Stricter guidelines regarding the use of disclaimers (such as 
' batteries not included) would improve many chif^s^ commercials. 

Strongly agree Agree , Uncertain Disagree Strongly disagree 
8. All commercials on children's televisibn should be preceded by a 

notice stating that what is to follow is an ad. 

Strongly agree Agree Uncertain Disa^ifee Strongly disagree 
9 Most- advertisers -on children's television are'^ot really concerned 
about kids, they just want to sell their products. 
Strongly agree Agree Uncertain Disagree o strongly disagree ^ 

HOW much have you been exposed to the views of ^^^'^"^^^^^^"^"i^^^^^" 
buying, creating, researching, or evaluating commercials for children? 

• / Quite a-^it ' some , , \ Very little , " 



!) 0 •) 0 



CHILDREN'S ADVERTISING CRITICS 

HOW much have you heard or read about Action for Children'. Television 
(ACT)? 

Some Nothing at all 



Quite a bit 



Please skip to the next page of the survey if you know pothing at all 
about ACT. : 



Please circle the response that you believ.e most closely reflects 
the VIEWS OF CRITICS OF CHILDREN ' S .TELEVISION ADVERTISING, such as those 
expressed by Action for children's Television (ACT). 

1 commercials to chUdren should be regulated by advertiser^ themselves. 
• . strongly agre,et Agree Uncertain Disagree Strongly disagree 

2. There is nothing wrong with advertising vitamin tablets on children's 
television program^ 

strongly agree Agree Uncertain Disagr^ strongly disagree" 

3. "Bunching" commercials before or after a program would significantly 
' lessen the impact of the advertiser's message. " - / 

■ Strongly agree Agr'ee Uncerta;Ln Disagree Strongly disagree 

4. Children's television advertising requires special regulation because 
of the nature of the viewing audience. 

■ Strongly agree . A^gree Uncertain " Disagree Strongly disagree - 

5 The trade association guidelines in use today have done little to 
Sprove the quality of children's television advertising. 
Strongly agree Agree Uncertain Disagree Strongly, disagree 

6 commercials- to children should be regulated by the government. 
Strongly ag^ee ^ Agree Uncertain Disagree Strongly disagree 

7 ' Stricter guidelines i;egarding the use of disclaimers (such as 

batteries not included) would improve many children's commercials. . 
' - Strongly agree " Agree Uncertain Disagree Strongly disagree 
• 8 All commer'cials on children's television should be preceded by a 
notice stating thaSt what is to ioUoj is an ad. . 
Strongly agree Agree Uncertain^ iDisagroo Strongly disagree 

' 9 Most adv^tisers on children's television arc not really concerned 
' about kids, they j.ilst want to sell their prodyct. 
' Strohgly agree Agree Uncertain Disagree Strongly disagree 



Under the two concepts below are short lists of adjectives that have 
been used in discussing the concept. , Please put a check mark (/) in the 
position that best indicates the direction and intensity of YOUR feeling 
toward the concept. For example, the first concept listed is ^ "CHILDREN ' S 
TELEVISION ADVERTISING." If you feel that children ' s television advertis- 
ing is generally good but ycur feelings are not very strong, you might 
mark: ^ 



Good 



Please answer every item. If you are not sure how an adjective 
relates to the concept in question, put a check mark in the center space. 



6. 
7. 
8. 

9, 
10. 

11. 



12. 



13. 



CHILDREN'S TELEVISION ADVERTISING 



1. 


Good : 


4 




2. 


Honest : 






3. 


Valuable i 




I I \ I 


4. 


Truthful :' 






5. 


Useless y 




\ I I I 



SELF-REGULATION IN ADVERTISING 



Untime-ly 
Successful 
Good 
Foolish 
Workable 



Bad 

Dishonest 
Worthless 
Misleading 
Useful 



Timely 

Unsuccessful 

Bad 

Wise 

Unworkable 



Please check the block that corresponds to your age . 
15-19 □ 30-34 P 45-49 □ 60-64 □ 

20-24 □ .35-39 Q' 50-54 ^5-69 □ 

25-29 Q 40-44 n ' 55-59 

Please check th^ blank that corresponds to your marital status . 

Now Never 
married []]] Widow Q Divorced Q -Separated Q married 

Ploaso check the block that corresponds to the highest grade level 



you have, q^qhievod. 
Some elementary school ^ [~| 
Elementary school graduate [~1 
Some high school 
High school graduate I | 

4 



some college Q 
Col logo graduate Q 
Post graduate work | | 



^HANK YOU FOR YOUlt COOPERATION IN THIS SURVEY. PLEASE USE THE 
ENCLOSED STAMPED ENVELOPE IN RETURNING THE SURVEY TO ud. 



APPENDIX D 

INTERVIEW GUIDE 
Survey of Key Advertising Agency Personnel 



I am a member of a team of researchers from the Department 
of Marketing and the Department of Communication at Michigan 
State University. The research team is studying the subject 
of children's television advertising under a grant from the 
U.JS^ Department of Health, Education and Welfare. 

In this study we plan to examine in detail how large adver- 
tising agencies create, produce, research and evalua'te tele-- 
vision commercials aimed at the young market. In addition, 
we hope to determine how key agency personnel, such as your- 
self, feel about certain issues recently raised regarding 
the subject of advertising to children. 

You may be assured that all data gathered in this interview 
will be held in strictest confidence. 

If you have no objection, I will tape our interview. I assure 
you that only members of the research team will have access 
to the information on the tape. 



BACKGROUND DATA 

Tape Number! \ 

Date of Interview: . , , 

Agency: ^ 
Respondent's Name: 

Please begin by telling me a little about your background/ 
Specifically, 

(i) How long have you been vith this agency? 
(C) What are your present duties ? 

(3) What proportion (%) of your time is devoted to work on 
'accounts advertising to children? # 
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ICREATION, PRODUCTION AND RESEARCH PROCESSES — Case Study 
One goal of our research is to prepare a number of in^eoth 

eei^Sa'L'orbe'Mnd^' creation , production , °reseaS'and 

ml?ket! - specific commercials aimed at the youn^ ' 



w?ti f-^?^ select a recent commercial that you are familiar 
with tha^ IS designed to appeal to the child, market , and 
describe*the steps involved in getting that. commJrcIal on the 

\ ' (PROBES) ^ 

(1) ' Where did, the idea originate? 

-~~ ^ 

(2) How did your agency organize to prepare the commercial? 

(3) How many key agency people were involved in the process? 
Did they work full or part time on the account? What 
were their major tasks? 

(4) What research was done for thi commercial? Was the com- 
mercial pretested? post tested? 

(5) What does a Commercial of t-his type cost? 

(6) How was the commercial's media strategy determined? ^ 

(7) Who produced the commercial? Where? 

r 

(a) Who made the -final decision to air the commercial? 

(9) How long did the entire process take? 

(J 

What ^re the names of other key agency people- involved' in 
. preparing this commercial? ' • ' 



CREATION > PRODUCTION AND RESEARCH PROCESSES — General 



A second goal of this study is to .examine how the process oi 
creating, producing, researching and evaluating commercials 
for child markets differs from that of other markets 
Specifically: ' 
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(1) How do the steps Jji the process differ... 

(2) How do the duties and backgrounds of -the people involved 
differ... ^ ^ — 

(3) How does the amount and type of research differ... 

(4) How does the evaluation procedure differ... (PROBE; 

' ^^Jt^ necessary to clear certain coininercials for children 
with the networks before they can be aired. What effect 
Zt^^ ^^^^ °" agency prepares commercials for 

the child market?) Is there economic pressure not to 
change once a commercial hae gone so far... 

(5) How do the - costs of commercials for child markets differ.. 

I • -! I 

[GENERAL RESEARCH ... Research Personnel Only | 

(1) Do you normally pretest" your commercials before' they are 
aired? Could you describe the type of pretest you con- 
duo-t for a commercial aimed at the child market? 

(2) What research services outside? your agency (Gallup & 
Robinson, Nielsen, Simmons, Starch) are used in evaluatinq 
children's ads? How are they used? ' 

(3) Do you test commercials for children on mothers of chil- 
dren as well as children? 

(4) Does your agency engage in any on-going bagic research on 
childreji? (PROBE: Do you conduct any theoretical studies 
of consumer .learning or basic strategies for persuading 
children?) 

(5) How does basic research get fed into the creation and 
production process in your agency? 

(6) How do you feel about releasing agency research informa- 
tion on a specific commercial to the public after~a 
campaign has stopped being used? 



GENERAL CLEARANCES & GUIDELINES 

(1) What " Clearances must be obtained for commercials aimed at 
children? (PROBE: How does this vary by product type?' 
by client?) . , 



(2) Children's advertising guidelines^ have been drawn up \by 
various trade associations, networks and government 
agencies. Which of these guidelines are you familiar' 
with? 



(3) How did you learn about these guidelines? 



(4),-Where do problems arise regarding the use of such guide- 
lines? ' . V • 



EFEECTS ON CHILDREN Reseaischers & Creative ^ople Only 



(1) .Do you think children perceive commercials differently 

than adults? XPROBE: Can they differentiate the commer- 
cial message from the res.t of the programZ Are they more 
susceptible to certain techniques ••• Which ones?)* 

(2) What techniques are the most effective in reaching the 
young market? (PROBE: Animation? Music? Fast^ action? ) 

(3) What good effects do commercials have on cH^ldren? For 
example, (Jo you think TV ads help' the child 'to be a 
better consumer? Why? ' \ 

(4) What possible harmful effects might certain commercials 
^ have on the child? (PROfiEr Do you think commercials 

cause increated cynacism? A desire for unnecessary 
product^? Parent-child conflict? Unhappiness when the ' 
child • s"* parents won't buy what is advertised?) 



ISSUES 



Has Federal Government imposed any special constraints on 
children's TV advertising? 

ijt) How <lo you'fcel about incrociGod goMornment' regulation of 
^children's television ... Why? 

(2) It has-been suggested that commercials be banned com- ■ 
pletely from children's shows. * How. do y©u feel about 
this proposal . . . Why? 
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(3) Various guidelines state that disclaimers sucl:\a^ ' 
^/"batteries not included" must be presented" in certain 

oases* How do you fdel about the use of disclaimers? 
(PROBE RESEARCHERS ONLY: What effect do you think most 
^ disclaimers actually Tiave on children? Do you think 
' ■ stricter regulattions regarding the use of disclaimers 
would b^ mbre effective?) . ^ 

(4) It has been suggested that commercials be bu!nched 
together before and after a show rather than dispersed 
throughout a show. How do you feel about this proposal? 
(PROBE RESEARCHERS ONLY: What effect would this pro- 
posal have on the impact of the commercial?) 

(5) It has been proposed that commercials on children's shows 
be proceeded by a notice stating that what follows is a 
paid commercial o. What do' you think about this proposal?^ 
(PROBE RESEARCHERS ONLY:^ What effect would such a ^ 

^ proposal have on the impact of the commercial?) 

(6) It has bapn proposed that' the^ federal gover'nment and 
industry set-up a children's Television Broadcast Center 
to finance quality children's programs. The center would 
be financed throu^gh a mandatory tdthe on national tele- 
visi6n advertiser^^ and only institutional credits would 
be permitted on such programs o What do you think of this 
proposal? 

(7) How do you feel about setting up a codeboard to establish 
standgfc^uia specifically for children's television and 
television comiT\ercials? 

(8) What is (youi^ agency) doing in regard to the nutritional 
• labeling guidelines recently proposed by the government y 

for children's food products? What eff^ect do you^ think 
the increased epiphasis on nutritional . labeling will have 
on food advertising? How much do you know about nutri- 
tional labeling? 



RESPONDENT INFORMATION 



(1) In an average 'wee|c, how many hours do you usually watch 
television? 



(2) Have you watched 
Which ones? 



dldren's programs this year? 
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o^?f/ your present marital status? Do you 'have^ny 
children? . What are their ages? Do you impose any 
specxal ;7xewing constraints on your own children? 

(4) What is your educational background? 

(5) Age: (sight code) * 



(6) Race: (sight cb^e) 



ADDIT IONAL 
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Is there anything else you would like the public and govern- 
ment to understand concerning the subject of ^ children ' s 
television advertising? • • " j 



Reepondents for Interview 
Guide listed on next page 



LIST OF AGENCY PERSONi>lEL INTERVIEWED ABOUT CHILDREN'S ADVERTISING 



Agency 

Leo-Burnett, 
Chicago 



Individtial 

Seymour Banks 

Vice , President , Research 

James Carlson 
Manager, Personnel 

Mi/chael B^p4^kn 
Attorney 



Accounts 
Kelloggs 

Pillsbury Funny Face 
fWes tie's Quik 
Mattel 
Clark Candy 



ADCOM, Inc. 
Chicago 



J- Halter Thoirpson 
Chicago 



\ 



Jack Young 
President 



Thomas Armstrong 
Senitfr Vice President 



Quaker Oats 



Aunt Jemima Foods 



Needham, Harper & 
Steers^, Chicago 



Peter Nelson 

Senior Account Executive 



McDonalds 



Clinton Frank, Inc. 
Chicago 



Kenyon Eckhardt 
Chic^igo 



Jean Anderson 
Director, Research 

V 

Joseph Zoller 
Vice President 



Curtiss Candy 



Libbyland Dinners 



Ogilvy 6 Mather 
Mew York 



Jules Fine / 
Vice President, Research 



Hershey Candy 



Punn^n^am & Walsh 
New York 



Frank McDcHiald 

Vice President, Media 



Jiffy Pop Popcoro 



Ted Bates & Co. 
Hew York 



Thomas DiVito ^ 
Senior Account Executive 



Mars Candy^ 
Marx Toys 
Hostess Cakes 



V Gilbert Advertising 
New York 
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William Mcintosh 

Vice President, M^keting 

\ 

Mel Roth 

Account Supervisor 

;^H.; if) 
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